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According to the promise after our country enter into WTO, our country will 
open the readymade oil retail market in the end of 2004 and open the readymade 
oil wholesale market in the end of 2006.The selling enterprise of readymade oil in 
our country will face the challenge and competition from multinational 
corporations. The retail marketing of our petroleum selling enterprise’s gas station 
is the weakest link in the management of readymade oil for the influence of 
long-time planned system in past time. As an employee work in sale section of 
china petroleum &Chemical Corporation for long time, I have a responsibility for 
making efforts to the retail marketing of gas station of Petroleum Corporation. 
This thesis put the marketing of gas station of petroleum selling enterprise in 
our country as the main issue to research. Launch studying with the development、
the current situation and the main problem of petroleum selling enterprise in our 
country, combine the relative cases and practice to provide the politic suggestion 
for the above issue. The total thesis is divided into five parts. There are preface、
chapter one、the chapter two、chapter three and the ending. The preface introduces 
the development of petroleum industry in our country and the background of 
selling readymade oil, and make the questions to the current sales situation of the 
gas station; the first chapter introduces the trade background、the competition 
structure and the develop trend in the future of gas station in our country; the 
second chapter analyze the current marketing situation and the main problem of 
the gas station of china petroleum & chemical corporation according to 7 
elements which influence the serve marketing and the management of marketing 
organization; the third chapter is the main part of the whole thesis. By using the 
basis theory and management knowledge of enterprise marketing and combining 
the writer’s over 10years work experience and marketing practice ,he analyze the 
goal market、marketing tactics、channel construction and the organization of 
marketing management of regional company and also provide the suggestion; at 
last, the ending sum up the whole thesis. 
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一、 计划经济下的商业运行体制（1950 年—1985 年） 
1950 年 5 月，在国家贸易部下成立了中国石油公司，国家对石油销售体
制实行的是严格的计划经济，采取高度垄断政策。汽油、柴油、煤油、燃料
油的供应，均由中国石油公司统一经营。 
二、 产销合一体制的建立和发展（1985 年—1997 年） 











我国按照加入 WTO 的政府承诺，2004 年 11 月 30 日后放开成品油零售

























并购与重组浪潮。2001 年，中国石化的加油站数量从 12000 座急剧增长到近
20000 座，中国石油的加油站数量也从 8000 座增长到 12000 座； 2002 年，
全国范围的加油站清理整顿工作，再次掀起国内加油站的重组浪潮，全国加












2003 年国内成品油表观消费量 13145 万吨，国内陆上成品油零售表观消







                                                        






































































































































变革年份 变革内容 变革的主要动力 
1905 手动油气泵 方便、适用 
1929 电子油泵 方便、适用 
1947 自助式加油服务 方便、经济 
1950 信用卡 方便 
1968 便利店和综合服务区 方便、经济、增加业务量 
1979 潜油泵及多枪加油机 方便、经济、适用 
1988 卡机联动刷卡加油 方便、适用 















1996 无线识别系统（识别车辆/结算） 方便、适用 




变革年份 变革内容 变革的主要动力 
1929 电子油泵 方便、适用 
1984 电脑加油机  方便、适用 
1994 潜油泵及多枪加油机 方便、经济、适用 
1998 卡机联动刷卡加油 方便、适用 
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